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Mr. PRESIDENT: | 

I feel in very good humor—in fact, I am very happy. One of 
the contributing causes was the splendid address that we had 
from the President of the University. I think that was worth any 
man’s time to come here to hear that, particularly because we are 
thinking in those terms for our business. What he told us was 
inspirational, educational and spiritual. 

We have a Publicity Committee, of which I think you ought 
to be proud, but in the spirit you are all a member of this com- 
mittee, because you are essentially salesmen, barring a few splendid 
men who are professional men, and who have nothing to do with 
the sale of the furnace and furnace apparatus. We are all salesmen. 
One of our manufacturing men said to me a short time ago, ‘‘ Well 
that’s a matter for the Sales Department, we haye, nothing to do 
with it.”” I said, ‘Well, aren’t.y.qu inthe Sald'DaMktment? ” He 
said, ‘‘No, I am in the Manukl uring Department.”’ I said, “‘I 
am terribly disappointed because I thought yout) were in the Sales. 
Department. In fact I thought every part of the business was. 
sales.”’ He said, ‘No, I am in the Manufacturing Department.’’ 
I said, “Now how about this nice'little job of fifteen furnaces you. 
sold for us the other day because you happened to know a builder: 
that lived across the street from you very well, and the salesman 
couldn’t do a thing with him and we spoke to you about it, and you. 
talked to him and told him we made the only furnace in the 
world and we got the order? So, you are in the Sales Department.’” 
So all of the gentlemen here are really in the sales department. 
Iam sure I am right on that because it is only a means to an end 
and so is your part in this Publicity Work. 


I am going to take but a few minutes to review this work. 
First however, I want you to understand that the men you 
appointed on this Publicity Committee—that you grouped off and 


| + o18138 


selected, men from the western, eastern and central parts of the 
United States, are really representatives of the furnace business 
and I am very proud of that fact. I am going to take a minute to 
tell you who they are because, I don’t know that all of you know. 


ilheyrare: 
E. F. Glore, @hass KisHall: 
Hl Richardson; R. C. Walker, 
A. P. Lamneck, 3 G. L. Bridge, 
W. G. Wise, R. W. Blanchard. 
C. E. Hodges, 


In addition to that, our Secretary and our worthy President are 
on the committee. They always attend the meetings. We have 
almost full meetings of this committee, which you realize, coming 
from all parts of the middle west and the east, represents a lot of 
money that they expend for railroad fare, hotels and so forth. It 
really is the smallest part however, when you consider the time 
they give for these deliberations. 


Just a word of review. After you had gotten well on in the 
splendid work down here in Urbana in the Laboratory, under our 
three wonderful Professors, the next thought was ‘“‘ Now we have 
it, what are we going to do with it? How are we going to get this 
message over to the consumer,’’ because I don’t think any man 
goes in our Warm Air Heating Research House without feeling, 
‘“‘T wish I had so and so and so with me, so they could see this 
wonderful house and see what we are doing in the house.”’ 


One of the best ways of course to tell the results, tell about the 
house and what it is all about is what you yourself do personally 
with your associate salesmen and your customers. Obviously that 
takes a long time to do. So we must get together as a co-operative 
agency and it was thought a committee to work along the lines of 
publicity would have to be appointed. Such a committee was 
appointed a year ago last April. An amount of money was given 
them to do something with.. They didn’t do very much and they 
didn’t spend very much of the money. What they did do however, 
or rather the necessity for them to tell you what they did, 
brought about a desire for greater things—a step forward, and that 
step forward was the appointment of this committee of nine to go 
forward with a plan, whereby it was considered absolutely neces- 
sary to have an experienced paid publicity man to spend all of 
his time at this work. 


Obviously, this committee couldn’t leave their business often 
enough to do a good job, so that following the last April Annual 
Meeting we set about to get a man who could do this work. We 
were most fortunate. The spirit was with us. We got a man, Mr. 
L. Wayne Arny, and I want to say here for Mr. Arny and I want 
to, reflect the opinion of this committee and the officers of the 
association, Mr. Arny has done a very fine job so far. We, are 
delighted with him and I know when you know him you will join 
with him and help in this wonderful cause. Mr. Arny will give you 
a review of what the Publicity Committee has been doing since 
last July. Now that is not many months and you can safely judge 
what is coming by what has already been laid out. Any work of 
this kind necessarily must be theoretical or visionary. In other 
words, the trouble with a lot of people in business and otherwise, 
as you have observed, is that they set out to do something and 
they don’t know what they want to accomplish, and that is why 
a lot of people don’t succeed. 

We tried to lay a very extensive program, looking to the 
future of what we would like to accomplish, that which is the 
nearest the hearts of every man in this business. I refer to 
National Advertising through proper mediums telling the story of 
Warm Air Heating to the consumer. Why doesn’t the consumer 
believe in Warm Air Heating? Well, the funny part of that is the 
consumer does believe it, and if he didn’t believe it, we wouldn’t 
sell all the warm air heating jobs we do. 

We are not dissatisfied with our furnace business, but some- 
how or other we are only disappointed, because we don’t do a 
little bit more. Now that disappointment can easily be dispelled, 
provided we take an optimistic forward view of the whole thing. 
Here is what we have. Isn’t it splendid. I can talk with any man 
personally here and we will arrive at the same conclusion in a few 
minutes, that the most misunderstood man we have to deal with 
is the architect, yet we can come to the conclusion that most of 
the architects have furnaces in their homes. They believe in them 
but they are afraid to tell the owner in some cases, because 
the owner has been reading advertising that the furnace is old 
fashioned and so forth. 

When we come down to picking out classes of people, it 1s sur- 
prising the very people you think are thinking against furnaces are 
for furnaces. I went down to the Trade Extension Bureau several 
years ago to investigate and in talking with the then President of 
the association I said, very delicately, because I was afraid he 
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would throw me out of the room when I said it, ‘“‘I have been 
reliably informed that about 25% of all the plumbers in the 
United States install furnaces.’? He said, “You are mistaken, 
about 40% of the plumbers in the United States put in furnaces.” 
I said, “‘I thought it was more than 25% when I said it but I was 
afraid to say more because I know the members of your bureau 
are in favor of advertising against furnaces.’”’ He said ‘“‘No, you 
are making a mistake.’’ He knew I was in the boiler business as _ 
well as the furnace business, and he knew I wasn’t taking a narrow 
view of it. 

So, there isn’t very much more to be done gentlemen, except 
to tell our story to the public to overcome that prejudice that 
has been brought about by the steam and hot water industry, and 
not entirely selfishly. I was brought up in the steam and hot 
water business. I used to knock the block off of warm air, because 
I honestly believed it was old fashioned, dirty and so forth, but: 
when I found the truth about it and commenced to investigate it, 
I didn’t find steam and water were best. I didn’t find that warm 
air was best. I found this condition, that the steam and water 
industry reached down into the class of house that the furnace is 
best suited for and the poor furnace manufacturer was trying to 
reach up to houses that were not best suited for warm air and we 
were out of our class. I say to you here now, that we will be 
very much better off if we stick to the class of building that we 
can heat most satisfactorily with warm air furnaces and try to 
get the steam and water fellows to stick to the class where they 
belong. If we can get the furnace heating in the houses that it 
properly belongs in, there is enough business or more than wé can 
ever be able to take care of. 

You authorized this committee to spend twenty-five thousand 
dollars during our present association year. To date we have 
spent about four. You see we are not running away with your 
money, and we have no enlarged program to spend the money 
foolishly. 

Just one word before I close about that architect. You all 
have architect friends. You have talked with them. A very 
prominent architect wrote me the other day thanking me for 
some publicity stuff that I sent him, because I happened to know 
him personally. And that is a point I want to bring out. Take 
this printed matter we get out and if you know one or more 
architects, mail him or them some of our literature, which is not 
one-sided at all, it is very fair—simply states facts. I got a letter 
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back from this man, who is quite a prominent architect, an 
authority on a good many subjects, and a hard worker. He 
said: ‘‘I am especially pleased to note from your letter that the 
furnace business is coming back very fast.’’ Of course I never 
lose an opportunity to tell anybody that the furnace business was 
never gone, that the people are just beginning to wake up to the 
fact that the hot air furnace they used to love,.is unsatisfactory 
because they haven’t cleaned it out or had it repaired. This 
architect continued: ‘I hope that some day in the near future 
we may have a talk on this subject, as you know I have long 
been interested in this economic healthful method of heating 
and I am greatly pleased that those connected with the industry 
are having success.”’ I don’t think he is all by himself, but you 
know you call on your customer and he is gone to dinner, so you 
come back after dinner to see him and he says ‘‘Hello Smitty, I 
am glad to see you. Glad you are in town. Can’t see you until 
later because I have an engagement.” And you might go back 
there three or four times before you get to see him, but a lot of us 
go in Mr. Architect’s office unheralded and he never heard of us 
and the card comes back “‘Mr. Architect is in a conference or 
gone to the country,” and we go outside and call him names. 
Architects are high-hatted fellows, but as a matter of fact we 
should keep going back until we find them in. Mr. Arny a little 
later will talk to you and tell you what he has done up to this 
time, and what is laid out. Of course, Mr. Arny acts under the 
instruction of the committee. 

Now here is what we want you gentlemen to do. Every one of 
you can go out individually and sell your own goods and have 
your own selling argument, as long as you tell the truth, and 
I think you tell the truth. I think your sales argument is 
practically and fundamentally the same sales argument that the 
eighteen other fellows selling behind you will give a prospect 
the same day. But you may have something like the old maid, 
who was 54 years old and in describing her personal appearance, 
they said there is one thing that makes this woman exceptional. 
She has some kind of a light out of her eyes that attracts’ 
you and you forget the fact that age has not dealt kindly 
with her, that she isa charming woman. Now we all have that 
little something. In reading the articles and other literature 
you get from the Publicity Bureau, you are going to have ideas, 
“Why did they say that?’?’ You know you will help yourself 
as well as the Publicity Committee if you sit down and write a 
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letter not necessarily a formal letter. In fact, I think you 
would feel much closer to the Publicity Bureau and Mr. Arny 
would feel much closer to you if you took a scratch pad and said: 
Dear Arny—Your article so and so, wouldn’t it be a good idea to 
do so and so, just as you would send to one of your colleagues in 
the factory. That is the spirit we want to get into this publicity. 

We are aiming at national advertising, but it seems to us at 
this meeting a long ways off, so we are not even going to discuss it . 
with you. If you said, ‘‘Here is two hundred thousand dollars, go 
out and advertise,’’? we wouldn’t spend it because we wouldn’t 
know what to do with it. We aren’t ready. This is a work of very 
great importance to us all and we should not hurry. Let’s be ready 
first. 

We are doing wonderful work with the dealers. When we get 
the dealers up to the point they will cooperate with us and have 
the temperate zone of the U.S. covered, as it should be before we 
start, then if some lady in a small town in the far west or south 
writes to us in answering our advertising, we will have a 
dealer in that neighborhood, who has signed his name to the 
Pledge Card that any sale he makes as a result of that adver- 
tising he will install according to the Standard Code. So keep 
this national advertising in your mind, give us any suggestions 
you have, but don’t clamor for it until we are ready. 

I thank you. ny a 


REVIEW OF THE PUBLICITY WORK* 


By L. Wayne Arny, Director 


Mr. PRESIDENT: 


It is obviously quite a task to outline in some thirty minutes 
all the work, time and consideration that has been given to this 
publicity problem since July Ist, but I will make it as complete as 
Ican. I hope that you will interrupt me by questions on specific 
subjects that occur to you, as I go along. 

Before stating what we have done or what we hope to do, I 
want to make it clear as to what we mean by the term “ publicity.” 
It is such a general term and is used in so many ways that there is 
confusion. We are thinking of publicity as any effort to put across 
the warm air story to the buying public other than by display 
advertising. .-The problem seems to group itself into two very 
definite classes. One is display advertising and the other is a 
group of all sorts of other efforts of whatever kind that will either 
lead up to the advertising or supplement it. 

Now it is undoubtedly true that our fundamental object of 
putting the warm air story before the buying public, with the 
force and in the way it should be, can be done only by a combina- 
tion of both those groups. I hope no one here disagrees with me 
when I say that publicity, as I have defined publicity, can never 
accomplish the job alone for the warm air heating industry or for 
any other industry, except perhaps, patent medicines and circuses; 
nor can advertising alone do the work entirely. It must be a com- 
bination of the two. So that what work we have done since July 
lst has been with two thoughts in mind, one is to do all that we 
could through means of publicity, in putting the warm air story 
before the buying public, and the second was, to do all that we 
could to lead up to that point whenever it shall come that we are 


_ *Copies of many of the productions of the Publicity Department were 
displayed. 
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ready for national advertising. Both of those problems involve 
a good many subdivisions but they meet on one ground in many 
instances particularly with the dealer. It would be obviously 
inexcusable for this association to go into a national advertising 
campaign, to appropriate a more or less large sum of money and 
to spend it in national advertising when we are not sure how 
much cooperation we, as manufacturers, will have from the dealers 
in all parts of the country, who handle our goods. Some will 
cooperate; some will play along; some will tear down our adver- 
tising, by not being sold on our own product. So we must be sure, 
first of all, before we can think of advertising that we have the 
cooperation of a dealer in every part of the U. 58., who will back 
up our advertising and who will play along with us in our adver- 
tising effort, and that scheme of dealer cooperation and of securing 
a national list of dealers who will play along with us has been 
considered part of our publicity campaign. 
Now, as our program was originally arranged, we were to have 

a report of the publicity work so far, from July lst to date, and 
this afternoon more or less of a discussion. But in view of the 
change of program I would like very much to combine these two. 
I want to read this report. I will read it and I hope you will ask 
questions as they come to you. I realize that our time has been 
short and we have had a great deal to do and our facilities have 
‘been somewhat limited. I realize there are a great many of you 
who don’t know that we have done anything and you are perfectly 
justified in that assumption, because the most we have done since 
July 1st has been with certain definite objectives, one of which 
was this dealer problem, and one of which was through editorial 
channels, which didn’t involve our membership. Now there was 
a certain amount of preliminary work that had to be done before 
we got to any tangible work. Oné was to get up an editorial file 
for the use of our office. It took quite a little time and a lot of 
clerical work. On what we call our preferred list, are newspapers 
of three thousand circulation. We have another list of all news- 
papers in the country of three thousand circulation or more, hav- 
ing secondary rating; a list of all general magazines and a list of 
all technical and trade magazines, and all newspapers running 
rotogravure and pictorial sections, and a list of all motion picture 
releases. Those lists are indexed and filed and we use them as 
opportunity permits. 

_ After that more or less preliminary work, we started in to see 
what we had. We started with the experience of some other 
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association activity operations in mind. The first of which was 
a little skirmish with magazine editors to find out, first of all 
whether these editors were receptive to our stories; secondly with 
a thought that even though they published nothing we sent them, 
at least they would know who we were and it would pave the 
‘way and make a foundation for any later effort we would make, 
either advertising or in the publicity line. So we wrote 36 stories 
for general magazines and for trade magazines, on all sorts of sub- 
jects pertaining to warm air heating. Some were of necessity 
subtle, that is, we couldn’t go out and write a story on how to 
heat a home with warm air. You know a man who writes can 
take a good deal of editorial liberty and at times I am Elizabeth 
Drake and at other times I am Lawrence Andrews. Everything 
is above board. The use of non-de-plume seems wise in this 
particular case as I will try to make clear later. 

In this particular instance (indicating on board); this is a 
story of a so-called modern house erected at Columbus, Ohio. It 
embodied more tricks than any house I have ever seen and the 
builder had confidence enough in it to advertise it as ‘‘ The Perfect 
House.”’ We made photographs and wrote the story about the 
perfect house, and it had a warm air installation, and a very 
good one, so we wrote a story from the point of view of the woman 
in the kitchen, bringing in the heating and installation as a sec- 
ondary point. That story went to the editor of Better Homes and 
Gardens, a magazine of rather influential circulation. Finally it 
was printed after some correspondence. 

Now those 36 stories were sent to a list of magazines, having a 
total circulation of 6,076,432. Some of them were large magazines, 
with large circulations, Good Housekeeping, Ladies’ Home Jour- 
nal and the like. We tried them all, knowing it was impossible to 
get a story in those general magazines that way. While it is impos- 
sible to check all of the results of that work, because some of those 
stories are still on editors’ desks and I hope will come out at some 
future time, to date, we know nineteen have been accepted with a 
circulation of 697,012. The encouraging part of this magazine 
work, however, was the fact that I have a great many letters on 
my desk from editors and from editors of prominent magazines, 
showing a very friendly receptive spirit on their part. I know 
from some past experiences the general editorial attitude. It is 
one of antagonism to anyone who sends a story that has not been 
requested, and when I receive letters from such magazines as 
House and Garden, where the editor of that magazine took the 
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trouble to write me and said he thought the story was very nice 
and if it hadn’t been he had already run a story or some other excuse 
he would have printed it, but ‘personally I am sold on warm air 
heating, you may rest assured on that,’”’ and it was a very friendly 
letter. Certainly we have gotten no formal rejection slips, and that 
is always encouraging. I once called on David Grayson in New 
England, and he took me into his attic where he had a large pile 
of manuscripts and he said he thought he had the finest collection | 
of rejection slips any author had in the country. But fortunately 
we have no rejection slips. 

Now some of this magazine work is indirect. A story published 
in the Ladies’ Home Journal, October issue, written by Mildred 
_Maddox Bentley entitled ‘‘The Home Engineer and Her Heating 
Plant,’ struck me as an absurd story for a publication, such as 
The Ladies’ Home Journal. I wrote to the editor of the magazine 
and I took exception and he referred my letter to the Household 
' Editor, from whom I got a letter saying she was very much sur- 
prised at my attitude, that only recently she had received a letter 
from the Secretary of the Plumbers Association, stating he thought 
it was such a fine article, that he used it verbatim in his literature. 
I replied ‘‘ Naturally he would.’’ In a few days I was in Philadel- 
phia and I called on this lady and the result was that we have a 
promise from the Ladies’ Home Journal to edit or at least to 
advise on matters pertaining to heating stories that will be pub- 
lished in the magazine in the future. I hope they will remember it. 
If they don’t, we will go after them again. It is one of the indiréct 
results of this magazine effort. | 

In the same way, I sent a story to Good Housekeeping Mag- 
azine, knowing it wouldn’t be accepted, but I hoped the story 
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requested Prof. Willard to write a story on Warm Air Heating, 
which Prof. Willard has consented to do and is now doing, atid 
that story will be published in an issue of Good Housekeepitig 
Magazine in the near future, an illustrated story. 

The newspaper activity of the bureau is not atid never is as 
encouraging or as easy as the magazine. Newspaper editors have 
been through a long educational campaign which has resulted in ah 
attitude by them of the utmost antagonism to any free material. 
That is without exception, other than the automobile industry 
and that is fast dying out. I have been on the editorial desks of 
newspapers and I know their reaction and it is like a red flag 
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waved in a bull’s face when copy comes in, not through the 
regular channel of their editorial staff. But in spite of that, I felt 
‘we should try it. When the coal strike started in the east we 
wrote three stories. Here they are. (Pointing to board). We 
released two of those stories to our so-called A. and B. lists, includ- 
ing 338 daily newspapers. As far as I know none were published. 
I am not sure of this, but so far as I know, none were published. 
While we had a clipping bureau trying to get returns, our expe- 
rience with that particular clipping bureau was rather unfortunate 
and I am not sure but what a few might have slipped through and 
we didn’t see them, but I am sure there was no great number. 
But I thought it was not fair to say our newspaper work was 
impossible so we wrote following that a series of 16 stories, which 
are here (indicating display board) on the care and management 
of the home furnace, with the thought that there are enough 
amateur engineers in the country running or struggling with their 
own plant to welcome a little knowledge how they might run 
those plants more efficiently or economically. With those stories, 
which were sent to a list of 221 newspapers, went a letter stating 
exactly what the stories were, stating very clearly that there was 
no advertising and no propaganda in the stories. We were not 
advertising anything. Also with them went a return, self-addressed 
post card, which reads as follows: ‘‘National Warm Air Heating 
and Ventilating Association. Gentlemen: Kindly send us without 
charge each week the series of sixteen stories on the operation 
and management of the home furnace. We understand these will 
be released to us exclusively in our territory.” If you would take 
the time to read those stories you will find there is no advertising 
in them. All we want to do is to tell those people who have warm 
air furnaces how to tun them better, and we want to do that 
because the dealers in those communities will react to it and you 
as manufacturers will also benefit. There are 16, starting the 
first of January, running weekly for four months. There have 
been to date 6 accéptances, with a total circulation of 152,324. 
Fortunately those five newspapers are well distributed. One is in 
Topeka, Kansas, one is in Brooklyn, and others are in South 
Bend, Haverhill, Mass., Wilkesbarre, Pa., and Knoxville, Tenn. 
While this newspaper and magazine work has been going on, 
there have been other activities of a general sort, which also have 
been encouraging. A member of our association sent to our office 
a 1925 House Beautiful Annual published by the Atlantic Monthly 
Company of Boston. That as you know, is a very elaborate pub- 
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lication gotten out for prospective home builders and has a very 
wide circulation. The 1925 number had the most absurd warm air 
heating story you have ever read in your life. The editor’s name 
was given, that is of this particular heating section. He was an 
architect in Boston, and I wrote to this gentleman and took 
exception to some of the things he said. In a short time I received 
a letter from him saying that probably what I said was alright but 
he was no longer editor, he had nothing to do with the 1926 Annual 
and he had referred my letter to the then editor in Boston. I got 
a telegram from the editor stating he wanted a story on warm 
air heating. We sent that. It will appear in the House Beautiful 
Annual, for 1926. 

Through a clipping bureau we are receiving continually stories 
published by all sorts of people on Warm Air Heating, most. of 
them are bad for one reason or another. We are spending a good 
deal of time in protesting those stories in the effort to get correct 
stories in their places at some future date. 

_ In September it seemed wise to make an effort to get to the 
dealers all over the country some sort of a message on salesman- 
ship, and we thought perhaps that a little mimeographed sheet, 
which we called, ‘‘ The Furnace Installer,’ might help. We tried 
it out in September. We had 5000 of these mimeographed. They 
have two objects, one is to carry to the dealer a monthly sales 
suggestion, preferably actual experience from some dealer who 
has been successful, and secondly to carry a monthly reference 
to the Standard Code. The physical facilities in our office are 
such we could not offer large quantities to all members of the 
association nor did it seem wise until we found out how successful 
it was going to be—or how much of a failure. We sent to a few 
members small quantities, with a letter asking them to enclose a 
copy of that Furnace Installer in their correspondence to dealers. 
It has met with quite a bit of enthusiasm and we have received 
a great many replies, so that now we have had to increase the 
circulation to 10,000 a month. At the present time they are being 
sent to as many of our members as we can handle and we hope 
that it will expand. Some members are sending it in their cor- 
respondence to dealers; some are requesting specific numbers, of 
it each month for their own peculiar use and I would be very 
happy if before this meeting is over, if you have a definite use for 
the Furnace Installer, if you think it will help in your own partic- 
cular territory, that you would let me know how many you can use. 
' It is up now to a point where I think we will have to make some 
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restriction on the quantity, so I would appreciate it very much if 
you do request it, if you will limit your request to a very actual 
need. 

You may remember that sometime ago we requested your lists 
of furnace dealers. We did that for several reasons. There is, so 
far as we know, no list of dealers handling warm air furnaces. 
There is a long list but that includes all sorts of people, so the only 
thing to do seemed to be to make our own list, and we sent that 
letter to you early in the fall, knowing perfectly well we were 
asking a great deal. To many of you, your dealer’s list is an 
important part of your stock in trade and you may have thought 
that we asked for a great deal when making that request. I tried 
to make it very clear that those lists would be held very con- 
fidential in our office—that they would be used for publicity pur- 
poses only. You replied and responded very encouragingly, and 
we have a list of 11,000 dealers to date, indexed, located and clas- 
sified as to states and locations, which we are using for publicity 
purposes, leading up to this thought which has been expressed 
today and which I think a great many of you are looking forward 
to, the point of national advertising. We must have this before 
this Association is justified—in my opinion—in making an 
advertising appropriation. We must be sure there is a dealer in 
every section of the country who will back us up. The problem 
came up how we would get such a list of dealers and we have 
attempted it this way. Here is a Pledge Code Card that reads 
as follows: “In order that my name may be on the National 
Warm Air Dealers list, I pledge myself to install all work, received 
_ through National advertising, according to the Code, and to so 
state in my estimates and contracts.’”’ In other words the dealer 
who signs that code, pledges himself to one thing only and that 
is to install all warm air installation that are sold through national 
advertising of the Association according to the code. It doesn’t 
mean that he has to make all installations according to the code, © 
but all installations that are sold through national advertising. 
The point being this, if we should go into national advertising at 
some future time, that advertising would create inquiries, and if 
we should get inquiries from a man at Urbana, Illinois, and we 
should send that inquiry to a dealer in Urbana, Ill., whom we 
knew nothing about, the entire advertising appropriation would 
be lost, as far as that particular prospect would be concerned if 
this dealer should be an unsympathetic dealer to warm air. But 
if we have a code card signed by the dealer, who has pledged him- 
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self to install that particular job according to the code, we are 
safe as we can be in referring that inquiry to this man. Now so 
far, there have been about 1200 of those code cards sent to dealers 
on what we call our national list, mostly north of the Mason- 
Dixon line and East of the Mississippi River, and to date— 
Saturday morning—we had 251 code cards signed and in that 251 
we have a national coverage represented by the red dots, which 
you probably can not see, unless you come up after the meeting. — 
These dots do not represent the number of dealers that have 
signed but the territory in which they are located. In several 
places there are probably four or five dealers that have signed. 
Gentlemen, in my opinion when we get that map covered with 
red dots in every section of the country in which we are interested, 
then we will be safe in saying that we at last have a strong reason 
to believe that national advertising would be successful, other 
things equal. 

Much has been said of the Sesqui-centennial Exposition at 
Philadelphia. The question of the advisability of having warm air 
heating represented at that Exposition has been under consid- 
eration. It seems desirable to have an exhibit ready for the sesqui- 
centeninal Exposition to run six months. So in contact with Prof. 
Day and others at the University, we found that they could 
build a model house, a replica of the research residence. That 
has been under discussion for several weeks and it is now in such 
shape that the plans are all drawn and actual construction has 
begun. If any of you are interested you can see what has been 
done in the University Carpenter Shop. It is in miniature, scale 
11% inches to the foot. That house, which will be a replica of the 
research residence will have a warm air heating system, with glass 
leaders, metal miniature boots and stacks and registers and cold 
air returns. It will have a fan in it to exaggerate velocity and we 
will get motion in red and blue floss fastened in the glass leaders, 
and in front of registers, showing the cold air going in and the 
warm air coming out. That model will be ready for the sesqui- 
centennial exposition, and will be available for use thereafter 
wherever it will help us ‘at shows and expositions. 

A gentleman, closely associated with our organization, had an 
interview with a dealer which he sent me. It was such an absurd 
interview that I wonder just how many dealers like it there are in 
the country. It seemed advisable to get a message to that type 
of dealer, so we wrote a little booklet entitled ‘Doubling Your 
Profits in the Heating Game.” This is a sixteen page booklet with 
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cover, and is written for one purpose only, and that is to enlighten 
dealers who do not know the merits of warm air heating or who 
are not familiar with successful selling methods. A copy of that 
booklet was sent to every member of the association, together 
with a letter explaining what it was, what we hoped would be done 
with it. An edition of 50,000 was printed and to date 35,000: 
have been sold. We sell them at actual printing cost and orders 
are still coming in. It looks as though we would probably have to 
run into a second edition. There is to be a much more elaborate 
and attractive booklet for the consumer. That booklet will be 
illustrated in four color plates and carry the message from the 
consumer’s point of view. When that is completed you will all 
receive copies of it, together with prices and suggestions for its 
distribution. | 

These advertisements (indicating on board) a series of 12, 
were written with two things in mind, one that they would help 
very much in having the dealer make a closer contact with his 
local publication and secondly that it would carry a message 
across and get him thinking in the terms which we want him to 
think. Here is the copy of these 12 ads running once a month. 
They will be offered to the dealers with explanations in a letter, 
stating that it would be much to their advantage if they would 
take those advertisements to their local newspapers. The cost of 
that space with the dealer in the average territory, with news- 
papers having from ten, twelve to fifteen thousand circulation 
would be about sixty dollars a year. That is all it costs him. They 
are all standard, that is, the form matter is the same on all of 
them, and they are seasonal as far as we could make them. Each 
carries at the bottom ‘‘Warm Air is the only heating system that 
will supply the three essentials of comfort—heat, humidity, and 
ventilation.’’ Our thought here is if the dealer runs these adver- 
tisements in his paper, it will pay him just as any advertising will 
pay him, and it will help us by carrying that clause 12 times a 
year, every month, to the consumers in his territory. I hope that 
anything you can do to sell that idea you will do. 

And then the Code Pledge Card idea. Make every effort to 
sell to your dealers that idea. It puts us just that much ahead. 

I could go on for two days but they tell me I have two minutes 
so perhaps it would be much more satisfactory if I could answer 
some questions. Probably there is some of this that is not at all 
clear, that has come in your mind and I would be very glad to 
answer those questions if you want to put them. 
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Mr. Williams calls my attention to our own “‘research,” 
what he calls the “‘research of the research”. We found that 
there were a great many people in the industry, our own 
members, dealers and others, who were having some difficulty 
with .the research bulletins. That is, the Universtiy bulletins 
seemed voluminous to them and perhaps too technical, so we 
went through those bulletins with a great deal of misgiving, 
for statements of fact, as far as we could get them, that 
would appeal more from the practical side and less from the 
technical or experimental side. We did that, knowing all the 
time it was a very delicate thing todo. We used all the judg- 
ment we could. We took all the statements we could find and 
classified them under heads of furnace, leaders, stacks, humidity, 
velocity and so on and sent them to Prof. Willard, having some 
misgivings as to what they would look like when they came back. 
We wouldn’t have blamed Prof. Willard if he had changed them a 
good deal, but he didn’t, he was very kind, and we put out that 
’ summary which was published as an insert in the last number of 
the Association Bulletin. You probably all saw it. Additional 
copies may be obtained, and I want to say here—that Summary 
was intended not as a unit, but more as an index of the bulletins, a 
means by which you could have access to subjects in the bulletins, 
without going through them or becoming confused by the numbers 
or by the technology. 

Are there any questions? 
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SUMMARY OF PUBLICITY FROM JULY ist TO DEC. 1st 


* Preliminary Work. 


1. Attended sheet metal Contractors Convention at Atlanta, 
Georgia. 

2. Visited members in Philadelphia, New York, Utica, Cleve- 
land, Chicago, Indianapolis, Akron, Urbana and Elyria. 


Special Trips 
St. Louis, Akron, Cleveland, Elyria, Chicago, New York and 
Philadelphia. : 


Office Work 


1. Card index system of newspapers and magazines for pub- 
licity use divided as follows: 
(a) List of all dailies of more than three thousand circulation 
having a preferred rating. 
(b) List of all dailies of more than three thousand circulations 
having a secondary rating. 
(c) List of all general magazines. 
(d) List of all technical and trade magazines. 
(e) List of rotograveur sections, pictorial sections and motion 
picture releases. 


Editorial Activity 


1. Thirty-six stories were written for general and trade mag- 
azines representing a combined circulation of 6,076,482. While it 
has been impossible to check all of these. 19 are known to have 
been used with a total circulation of 697,012. 

2. Three newspaper stories were released to a group of 316 
daily newspapers. acme of these stories has been impossible 
tomcheck: 

3. A series of 16 stories dealing with the care and manggemeet 
of the home furnace to be used as a weekly release beginning 
January lst was offered to a list of 228 newspapers. To date this 
series: has been accepted by 5 dailies with a total circulation of 
123,794. 

4. A story on Warm-air Heating was written for the 1926 
House Beautiful Annual published by the Atlantic Monthly of 
Boston. This story was accepted and will appear in the current 
Annual. 
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5. Negotiations were open with Good Housekeeping Magazine 
for story on warm-air heating. This led to a request by this pub- 
lication to Professor Willard for an illustrated story to appear in 
a later number. Professor Willard is already at work on the story. 

6. Protest was made on a story published in the Ladies’ Home 
Journal and resulted in correspondence and a personal visit. to 
Miss Mable Crosby, household editor, of that publication. Miss 
Crosby now has correct information concerning warm-air heating 
and has promised to use it when any future heating stories are 
published. } 

7. Protest was also made against a story published in Better 
Homes and Gardens. This also resulted in an agreement with the 
editor of that publication that future heating stories would be 
submitted to the publicity office before being printed in that 
publication. 


Miscellaneous 


1. THE FURNACE INSTALLER was started in September with 
the idea that a brief monthly message to dealers carrying a sales 
hint and a reference to the Standard Code might be effective. 
This has been released as a single mimeographed sheet and has 
now reached a monthly circulation of 10,000. It is distributed to 
dealers by members as enclosures 1n correspondence and in house 
organs. 

2. A model house copied after the Research Rocdences is now 
under construction and when finished will be exhibited at Fairs 
and Expositions where there is an opportunity of presenting the 
story of warm-air heating. This model was designed primarily 
with the thought of having it ready for exhibition at the Sesqui- 
Centennial Exposition in Philadelphia next June. 

3. A so-called Comfort Meter was designed and is now being 
made by the Eastern Instrument Company. This is an ingenious 
device showing air conditions as effected by temperature, humidity 
and air motion. It aims to corrulate these factors with warm-air 
heating, and will be offered to dealers for their use both as window 
displays and for sale to their customers. 

4. A booklet for dealer consumption entitled ‘‘ Doubling Your 
Profit in the Heating Game’”’ was written and published in an 
edition of 50,000. To date 30,000 of these have been sold and 
orders are still coming in. 

5. A story on heating the farm home was written and offered 
to 28 of the largest farm papers having a national circulation. 
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Several of these have already been accepted the list including the 
Pennsylvania Farmer and the list of Capper publications. Others 
undoubtedly will print the story at future dates during the winter. 

6. A letter was sent to the editors of 28 general magazines 
offering them a story on warm-air heating. To date two replies 
have been received asking for such a story, one from the editor of 
Comfort, a publication at Augusta, Me., with a circulation of 
1,008,974. 

7. Code Pledge Cards are being sent to our national list of 
dealers. To date 1200 of these cards have been sent and 215 have 
been returned signed. The territory represented by these signed 
cards covers the middle west, most portions of New England, and 
some of the west coast. Cards are now being sent to dealers in ter- 
ritory not already covered with the view of having a national 
coverage when the list is complete. 

8. A speech was written upon the request of a dealer who 
wanted to give a talk about warm-air heating before a local club. 
This speech has been mimeographed and is being used for all 
requests of whatever source. 

9. Contact has been made with the Mechanical Engineering 
Departments of Colleges and Universities offering them a lecture 
illustrated with lantern slides on warm-air heating for use before 
engineering classes. Professor Day is now preparing this lecture 
and will have it ready for release by January Ist. 

10. A series of 12 advertisements were written for local use 
by dealers, one for each month. These are being made in map 
form and will be offered to dealers with the urge that they run 
them in local newspapers in their territories. 

11. A consumer booklet entitled ‘‘Putting Comfort in the 
Home” has been written and is now in proof form ready for imme- 
diate publication following approval by the publicity committee. 

12. An index and summary of the bulletins published by the 
University of Illinois was made and published as an insert to the 
November number of the Association Bulletin. This was done so 
that members might have a ready reference of the research 
bulletins. 
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